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ABSTRACT 
The study aimed to describe the applicative aspects of social capital related to trust, reciprocity, and satisfaction 
to provide management solution for improving enterprise performance through strong collaboration between the 
entrepreneurs and the farmers in a partnership. This study employed quantitative study. The data were collected 
through questionnaire and interview to 30 respondents of beef cattle farmers involved in beef cattle partnership. This 
study was performed in one of the Indonesian regencies. There were three variables measured in this study including 
trust, reciprocity, and satisfaction level according to the theory designed by Robert Bruce Shaw. The results showed 
that the trust aspect was categorized as high, the reciprocity aspect was on the medium category, and the satisfaction 
was categorized as sufficiently satisfying. This study provided a recommendation for the core of the beef cattle 
partnership to improve the technical field aspects and proper service by employing expert staff as the consultants 
aiding beef cattle farmer in handling technical field issues. It was also necessary for all of the partnership elements 
to agree with the collective regulation within the partnership operation. By improving these aspects, the sustainable 
and profitable model of beef cattle partnership could be strongly maintained. 
Keywords: Beef Cattle Partnership, Social Capital, Trust, Reciprocity, Satisfaction. 
 
Introduction 
There have been various efforts from the 
government through the Indonesian Agricultural 
Ministry to improve the beef cattle improvement in the 
rural area and to sustain self-sufficiency of beef 
demand. One of the manifestations resulted from the 
agricultural ministry policy in promoting economic 
independence among the farmers and in improving 
their income is by establishing beef cattle partnership 
between the enterprise as the core and the farmers as 
the plasma.  
Through partnership and governmental supports 
in 2000, the government had set the goal in achieving 
beef self-sufficiency by 2005. In 2008 - 2010, P2SDS 
program proposed by the government in order to 
accelerate the beef self-sufficiency were also proposed. 
In 2010, the Indonesian Agricultural Ministry 
Regulation no. 19 /Agricultural Ministry Regulation/ 
OT.140/ 2/ 2010 concerning the beef self-sufficiency 
goal by 2014 was further regulated by the government. 
However, this goal still cannot be achieved in 2014. In 
fact, Indonesia even suffered from deficit beef stock due 
to high beef consumption rate reaching up to 2.61 
kg/capita/year from 2013-2016. This also contributed to 
the increasing beef demand in 2016 reaching up to 
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674.690 tons while domestic production only accounted 
for 441.761 tons. In order to fulfil the gap demand, beef 
import program for approximately 232.929 tons was 
proposed to counter the increasing beef demand. The 
government also confirmed that import quota should 
account for 232.929 tons or similar to 600 beef cattle 
annually. (Ihza Y, 2017).  
Beef insufficiency and imported beef were two 
different problems for the domestic farmers since both 
issues affected the farmer's income and welfare. This 
effect occurred because domestic beef prices decreased. 
According to Priyanto (2005), there is a high possibility 
for the exporter countries and other factors to perform 
monopoly in determining imported beef price. As a 
consequence, the increasing price caused by Rupiah 
currency depreciation cannot reduce the amount of 
imported beef to Indonesia.  
Related to this issue, it is necessary to revitalize 
the beef cattle population and beef cattle self-
sufficiency through the national farming program of 
partnership to reinforce the social capital for both the 
core and the plasma. If the social capital aspects 
including trust, reciprocity, and satisfaction could be 
promoted among the plasma and the core, the success 
rate of the partnership would be higher. Lendra et al 
(2006), Waluyani, (2010) and Shaw, (1997) concluded 
that long-term success in both farming and non-




farming sector such as construction enterprise also 
relies on the social capital aspects of trust, reciprocity 
and satisfaction. This would also similarly applicable 
to the farming sector. 
With regard to the above theory, this study will 
attempt to focus on analyzing the social capital in beef 
cattle core-plasma partnership. The data collection 
from the farmers or the plasma involved in the 
partnership was considered to be necessary. Suryana, 
(2009), stated that partnership is a collaborative 
activity among the agribusiness actors in the pre-
production, production and marketing based on the 
mutual need and profit principle. In this term, both the 
enterprise and the farmer share the risk, expenditure 
and the benefit of the partnership.  Hermawan et al 
(2017), stated that the partnership required healthy 
business reciprocity. Sparsam, J. (2015), also identified 
certain models and the characteristics of social 
relations in one networking. He concluded that some 
partnership may be either strong or weak in operating 
its functions. Bourdieu, P. (1989), defined social capital 
as the set of resources and potentials of social 
networking recognized mutually.   
Therefore Putnam, R., (1993), stated that the 
capital social comprising of components such as trust, 
norms that regulate the existence of a network to 
improve the collective efficiency and initiative of a 
social organization. Foxton, F et al. (2011), capital 
social consisted of several dimensions, including civic 
participation, social network, social support, social 
participation, reciprocity, trust, and the view of the 
local area. Rustinsyah, (2015), stated that the 
functions and the roles of the elements involved in 
networking included participatory act, reciprocity 
support based on the agreed normative values, and 
mutual trust in achieving certain goals. It was further 
stated that if the elements of social capital functioned 
well, the CSR (corporate social responsibility) program 
in producing semen based on the expected goals. This 
study was performed in one of the regencies in 
Indonesia. 
With regard to the social capital elements 
mentioned above theoretically, this study will set a 
standard and relate it to the FGD (focus group 
discussion) results from the farmers from the beef 
cattle partnership. The deductive and inductive 
approach combination in this study were identified 
through analysis of the social capital elements of the 
entrepreneurs in operating the beef cattle partnership 
activity. These elements included trust, reciprocity, 
and satisfaction and were determined as the variables 
of the study affecting the beef cattle partnership 
sustainability. This study also attempted to confirm 
whether the previous theories were still relevant or in 
need of further modification as the novelty aspect of 
this study.  
Research Methods 
This study identified the social capital of both the 
entrepreneurs and the farmers in operating the beef 
cattle partnership. This study employed purposive 
sampling where as many as 30 farmer respondents 
from the beef cattle partnership involved in this study. 
Data collection were carried out by employing a direct 
interview technique aided with a questionnaire. Both 
of the variable and questionnaire identification were 
generated from the FGD.  The data were analyzed with 
descriptive statistics analysis. Since this study was 
descriptive quantitative study, all of the qualitative 
data should be quantified by employing Likert scale 
consisting of score 3, 2, and 1 (Riduwan., 2007; 
Creswell et al.,2008 ; Silalahi., 2012; and Rianse et 
al.,2014). The data were categorized by a range of 
values. The value moving from 0.00 to 1.00 was to be 
considered "more excellent". The value ranging from 
1.00 to 0.00 was to be considered "less excellent". 
As this study employed a descriptive quantitative 
method to generate theoretical and policy implication, 
the study should be grounded on inductive and 
deductive approach. Therefore, this study aimed to 
provide a solution to the issues experienced by beef 
cattle entrepreneurs. In addressing the issues of 
population increase and beef self-sufficiency, there 
were 3 aspects that should be revealed including trust, 
reciprocity, and satisfaction of the beef cattle farmer.  
The first aspect was the social capital of trust in 
the beef cattle entrepreneurs. The second aspect was 
the social capital of reciprocity in the beef cattle 
entrepreneurs. The third aspect was the social capital 
of satisfaction in the beef cattle entrepreneurs 
respectively. The theoretical background or the grand 
theory in this study was the social capital design 
developed by Rustinsyah, (2015)., Shaw, (1997)., 
Lendra et al (2006) in the studies of construction, 
marketing, and livestock farming. The comparison 
between the finding of this study and the previous 
studies will be counted as the novelty aspect of this 
study. It was expected that this study will be provided 
positive contribution to the entrepreneurs involved in 
the beef cattle partnership and self-evaluation in 
operating the sustainable beef cattle partnership 
grounded on social capital aspects. 
Results and Discussion 
1. Trust as The Social Capital of the 
Entrepreneurs 
The success of a partnership relies on the social 
capital of mutual trust between the entrepreneurs 
(core) and the farmers (plasma). From the 
identification results in the research site, the 
indicators of the trust variable that may be used as the 




standard measurement by the farmers to evaluate the 
entrepreneurs’ trustworthy including: (1). 
Commitment; (2).Monitoring and Evaluation; (3). 
Establishing A Sense of Family; (4). Establishing Good 
Communication; (5). Giving Appreciation or Reward.   
To reveal the mutual trust aspect between the core 
and the plasma in the partnership operation and to 
relate it to the accomplished working reputation, this 
study focused on identifying the mutual trust level 
between the farmers and the entrepreneurs. Response 
score achieved by each of the assessment indicators 
was divided into three categories, namely 0.00-0.33 
(range 0-1 on the low trust category), 0.34-0.66 (range 
1-2 on the medium trust category), 0.67-1.00 (range 2-
3 on the high trust category).   
The results of the mutual trust identification in 
the beef cattle partnership between the entrepreneurs 

















As can be seen from Table 1, the social capital of 
the farmer's trust (plasma) to the entrepreneurs (core) 
in operating the partnership was on the trustworthy 
category (2.29). This implied that the value moving to 
more excellent score of 1.00 or 100% (score 3) in five 
indicators responded by the farmers (plasma). Only one 
indicator was ignored by the entrepreneurs (core) that 
decreased the trust variable score. Rewarding is 
considered to be a determining factor that could boost 
working motivation for the farmers (plasma) in the beef 
cattle partnership sustainability. This is in line with 
the Soemardjo's (2004) statement confirming that 
partnership is a business strategy operated by two 
parties at a certain period to achieve mutual profit 
grounded on the principles of mutual need and 
harmonic growth. Rewarding in this context can be 
50% of the newly-born calves given to the farmers 
(plasma) if the partnership achieved a great success for 
three periods of the partnership contract.  This is also 
addressed by Hafsah, (2003) stating that the goals in 
partnership operation are to improve the small scale 
enterprise or the community income, improving the 
actor's value-added, promoting equalization and 
community empowerment for the small scale 
enterprise, promoting economic rural, local and 
national development, expanding working 
opportunities, and reinforcing national economic 
security. 
For the theoretical implication, this result 
confirmed the findings of the previous studies 
suggesting that mutual trust is very essential in the 
establishing long-term sustainable partnership. In 
addition, the mutual trust between the core and the 
plasma should be strong, and in this study found that 
the average indicators assessed through the 
entrepreneurs’ behavior were excellent excluding the 
rewarding element.   
From the policy implication, in order to strengthen 
the beef cattle partnership sustainability in the long 
term, the reward indicator should be encouraged. 
Rewarding could be simply manifested into a very 
positive appreciation for the farmer's service. 
Therefore, the rewarding system should be regulated 
and included in the beef cattle partnership contract 
between the core and the plasma. 
2. The Social Capital of the Entrepreneur's 
Reciprocity. 
The success of a partnership is truly determined 
by the social capital of mutual reciprocity between the 
entrepreneurs (core) and the farmer (plasma). 
Government Regulation No. 44 of 1997 concerning the 
partnership in Indonesia defined partnership as 
cooperation among the small scale enterprises 
considering the principles of mutual need, harmonic 
growth, and mutual profit share. With regard to the 
corresponding regulation, the identification result from 
the research site concluded that there were several 






Variables and Indicators 
Response Score  




















(1). Mutual Trust in Terms of: 
a. Commitment 
b. Monitoring and Evaluation 
c. Establishing A Sense of Family 
d. Establishing Good 
Communication 
e. Giving Reward 
 
        0       24      6 
        0        4      26 
        2       13     15 
        0        6      24 













 The Overall Rating Score of Mutual Trust as The Social Capital 2.29 T 
Source: Processed Primary Data, 2018. 
Description:     1. NT = Not Trustworthy (0,00 – 0,33)= score 1 
        2. ST = Sufficiently Trustworthy (0,34 – 0,66) = score 2 
        3. T = Trustworthy (0,67 – 1,00 )= score 3 




reasons triggering the establishment of beef cattle 
partnership. A number of factors such as small-scale 
beef cattle enterprise model, grazing or extensification 
model, sideline enterprise, low technological 
development, low capital source, low production inputs, 
and lack of marketing strategies would highly 
encourage the establishment of beef cattle partnership. 
However, such circumstance may trap the farmers to 
be in a very vulnerable position from one perspective.  
To anticipate this, the entrepreneurs should 
observe an opportunity to establish the partnership 
while the farmers were also motivated to participate in 
farming or breeding opportunity with 50:50% profit-
sharing system and in the partnership for technical 
breeding. This implied that if the cow within the 
partnership gives birth to a male calf for the first time, 
the calf should be owned by the entrepreneurs (core) 
while the female calf should be shared to the farmers 
(plasma). In addition, if the farmer required assistance 
and financial support, the entrepreneurs should agree 
to provide technical assistance and financial supports. 
Calf price for sale will be confirmed through 
agreement. The calf will not be able to sell without 
permission from both parties. The calf can be sold after 
the lactation period or after the calf starts grazing.  
With respect to the challenges encountered by the 
plasma and the agreement, the partnership was 
established. As a research disclosure, the 
entrepreneurs could employ this research as the basis 
for partnership sustainability. There are a number of 
indicators from the reciprocity variable of technical 
breeding as the standard measurement for the farmers 
to assess the entrepreneurs in relation to the 
sustainability of beef cattle partnership: (1). 
Technological Transfare ; (2). Marketing Reciprocity ; 
(3). Technical Breeding Reciprocity ; (4). Production 
Inputs ; (5). Management. 
To reveal the technical breeding reciprocity 
between the core and the plasma in the partnership 
operation and to relate it to the accomplished working 
reputation, this study focused on identifying the 
technical breeding reciprocity level between the 
farmers and the entrepreneurs. Response score 
achieved by each of the assessment indicators was 
divided into three categories, namely 0.00-0.33 (range 
0-1 on the low reciprocity category), 0.34-0.66 (range 1-
2 on the medium reciprocity category), 0.67-1.00 (range 
2-3 on the high reciprocity category).   
The results of the reciprocity identification in the 
beef cattle partnership between the entrepreneurs and 
the farmers were presented in Table 1. 
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a. Technology Transfer 
b. Marketing  
c. Technical Breeding 
d. Production Input 
e. Management  
 
       30       0         0 
        0        7        28 
       18      12        0 
       30       0         0 













 The Overall Rating Score of Reciprocity as The Social 
Capital 
1.72 M 
Source: Processed Primary Data, 2018. 
Description:        1. L = Low Reciprocity (0,00 – 0,33)= score 1 
  2. M = Medium Reciprocity (0,34 – 0,66) = score 2 
  3. H = High Reciprocity (0,67 – 1,00 )= score 3 
  
As can be seen from Table 2, the social capital of 
the technical breeding reciprocity of the entrepreneurs 
(core) assessed by the farmers (plasma) was on the 
medium category (1.72). This denoted a value moving 
from 1 to 2 (0.34 - 0.66) implying that some indicators 
were not completely concerned by the entrepreneurs in 
the partnership. Both of the production input and the 
technology transfer were still on the low category while 
the technical breeding and the management were on 
the medium category.  As the resulted score was 
considered to be not excellent, a further investigation 
was necessary to find a more detail description. It was 
later identified that the entrepreneur's background 
(core) had no related experience as beef cattle farmer 
but only as the inter-island beef trader. The 
entrepreneurs assumed that the farmers were already 
achieved good expertise in cattle breeding while the 
fact that the farmers were still in need of skill 
improvement. In addition, both of the parties only 
agreed merely by means of an oral contract. The 
marketing indicator was categorized as high because of 
sufficient cash flow from the entrepreneurs (core) to the 




farmer (plasma) based on the agreed contract. The 
marketing and cash flow aspects were two priorities to 
the entrepreneurs and were considered as the 
determining factor for partnership sustainability. 
From the theoretical implication, the result 
confirmed and supported the previous studies 
revealing that in order to sustain a partnership, 
reciprocity between the core and the plasma should be 
concerned and on the high category. This study proved 
that the average indicators carried out by the 
entrepreneurs were categorized from low to medium. 
In contrast to those, the marketing indicator was on 
the high category. Therefore, through this study, it was 
revealed that the results of technical reciprocity based 
on the proposed indicators were categorized as from 
low to medium. This contributed to the unsustainable 
partnership where the entrepreneurs could only 
sustain the partnership for a maximum of 2 calving 
periods. After the end of the partnership, the 
entrepreneurs (core) would highly propose a new 
partnership with other beef cattle farmers (plasma).  
After a further analysis, it was also found that the 
entrepreneurs lacked of proper competence in technical 
field operation. In order to sustain the partnership in 
such condition, it is necessary to provide expert staff as 
the assisting consultant in beef cattle breeding to reach 
the optimal potential of the partnership. These facts, 
trends and the results of the analysis were acquired 
from the previous studies and this study may serve as 
an evaluation to those studies.  
From the policy implication perspective, in order 
to strengthen the sustainability of the beef cattle 
partnership, it is necessary for the entrepreneurs (core) 
to fulfil the technological transfer, production input, 
technical breeding and management as well as to 
maintain the excellent marketing indicator. One 
alternative solution for the entrepreneurs (core) was to 
provide field training and internship for the beef cattle 
farmers (plasma) in a successful beef cattle partnership 
trough learning by doing method. Therefore, the 
applicative knowledge could positively contribute to 
the beef cattle farmers (plasma) capacity. Similarly, an 
expert consultant in technical breeding was also 
necessary for the partnership contract. The 
employment of an expert consultant should be included 
in the contract to develop trust in the technical issues 
for the long term. This condition will motivate a long 
term mutual and sustainable benefit. 
3. Service Satisfaction as the Social Capital of the 
Entrepreneurs. 
One factor determining the success of a 
partnership is service satisfaction as the social capital 
between the entrepreneurs and the beef cattle farmers. 
The ideal model of partnership is based on the theory 
proposed by Sulistyani, (2004), stating that the ideal 
partnership model is a partnership grounded in the 
agreement, mutual need and mutual service 
satisfaction. Soemardjo, (2004), stated that in order to 
achieve mutual benefit in the partnership, the basic 
principles that should be obeyed by both of the parties 
are a mutual need, harmonic development, and mutual 
satisfaction. Nursida, (2017), further stated that if both 
the reciprocity and trust aspects are already 
maintained between the core and the plasma and these 
aspects are included in the written contract, the service 
satisfaction could be achieved from the partnership.   
Related to the study performed by Nursida (2017) 
and the identification results from the research site, 
the establishment of the partnership was encouraged 
by the fulfilment of service satisfaction from the 
entrepreneurs to the farmers. A number of tangible 
sub-variables are derived from the aspect with the 
indicators of written and detail contract description, 
input production accessibility, profit sharing 
implementation, and the familiarity of both parties' 
address. The indicator for empathy sub-variable is the 
amicable settlement. Amicable settlement can be 
defined as a condition when the cattle died because of 
disease, both parties would agree to settle the problem 
amicably. The indicator for the sub-variable of 
responsiveness is the friendly and responsive service of 
the entrepreneurs. This variable can be defined as a 
quick response from the entrepreneurs when the 
farmers have a complaint or need assistance. The 
indicator for sub-variable of reliability is the frequency 
of technical course or training, the availability of 
technical staff for aiding the technical breeding and 
reproduction issues assigned by the entrepreneurs to 
assist the farmer in the partnership site. The indicator 
for assurance variable is the production input quality 
provided by the entrepreneurs, punctual payment 
when the farmers are in need of financial support, the 
establishment of the standard for marketable cattle. 
As a research disclosure of this study, the 
entrepreneurs may employ this study as a basis for 
establishing a partnership. There are some indicators 
of the service satisfaction variables from the 
entrepreneurs that could be assessed by the farmers for 
the beef cattle partnership sustainability including: 
(1). Tangibility (description for the contract and 
written, the accessibility of the production input, the 
profit-sharing system implementation, and the 
familiarity of both parties' address); (2). Empathy (If 
the cattle died because of disease, both parties would 
agree to settle the problem amicably); (3). 
Responsiveness (friendly and responsive service 
provided by the entrepreneurs when the beef cattle 
farmer have some issues and complain); (4). Reliability 
(frequency of technical course or training, the 
availability of technical staff for overcoming the 
technical breeding and reproduction issues assigned by 
the entrepreneurs to assist the farmer in the 




partnership site.); (5). Assurance (the quality of the 
production input provided by the entrepreneurs, 
punctual payment when the farmers are in need of 
financial support, the establishment of the standard for 
marketable cattle). 
In order to reveal the service satisfaction of the 
entrepreneurs (core) to the farmers (plasma) in the 
partnership concerning the achieved work reputation, 
this study focused on identifying the service 
satisfaction of the entrepreneurs to the beef cattle 
farmers. Response score achieved by each of the 
assessment indicators was divided into three 
categories, namely 0.00-0.33 (range 0-1 on the low 
satisfaction category), 0.34-0.66 (range 1-2 on the 
medium satisfaction category), 0.67-1.00 (range 2-3 on 
the high satisfaction category).   
The service satisfaction of the entrepreneurs to 
the beef cattle farmers in the beef cattle partnership 
was presented in Table 3. 
 
 
As can be seen from Table 3, the service 
satisfaction of the entrepreneurs to the beef cattle 
farmers in the beef cattle partnership was categorized 
as sufficiently satisfactory (2.04).  The value ranged 
from 2 - 3 (0.67 - 1.00). This implied that some variables 
cannot be fulfilled by the entrepreneurs. This trend can 
be seen from the sub-variables of tangible, 
responsiveness, reliability, and assurance. Only the 
indicator of the empathy sub-variable was identified as 
satisfactory. With the value that achieved this is 
approaching a perfect score, then after do a search to 
get an answer, then the process, it got the answer is it 
turns out technical problems in the field that 
dominates as the employment contract are still in oral 
form, production inputs is not provided, fast service, 
response to problems, technical guidance, availability 
of technical personnel of the field and the quality of 
production inputs. This occurred because the 
entrepreneurs completely relied on the beef cattle 
farmers and assumed them as the expert in the 
technical activity.  In relation to the indicator in the 
high category, it was due to the entrepreneurs' 
understanding of the field condition, preference for 
trust and an amicable settlement, funding needs, beef 
cattle transaction and familiarity of the involved 
parties' address in the partnership.  
Table 3: Service Satisfaction of The Entrepreneurs (Core) as The Social Capital in The Partnership Assessed by 









Sub-variable and indicator 
Response 
Score 
























a. Oral Contract Description 
b. Accessibility of Production Input 
c. Profit-Sharing System Implementation 
d. Familiarity of Both Parties' Address 
2. Empathy 
a. Force Majeure Amicable Settlement 
3. Responsiveness 
a. Friendly and Responsive Service 
b. Responsive to The Issues 
4. Reliability 
a. Technical Assistance 
b. Available Technical Staff 
5. Assurance 
a. Input Production Quality 
b. Anticipation of Financing Needs 
c.The Standard for Livestock Sale. 
 
0       30        0 
30      0         0 
0        0        30 
0        0        30 
 
0        0        30 
 
 
15     11        4 
15     11        4 
 
30       0        0 
30       0        0 
 
 
30       0        0 
  0       0       30 




































 The Overall Rating Score of Service Satisfaction as The Social 
Capital 
 2.04 SS 
Source : Processed Primary Data, 2018. 
Description :       1. NS = Not Satisfactory (0,00 – 0,33) = score 1 
  2. SS = Sufficiently Satisfactory (0,34 – 0,66) = score 2 
  3. P = Satisfactory (0,67 – 1,00 ) = score 3 




From the theoretical implication, the result 
supported the previous studies stating that service 
satisfaction between the entrepreneurs (core) and the 
farmers (plasma) is one of the necessary requirement 
in establishing a sustainable partnership in a long-
term. In this study, the average indicators performed 
by the entrepreneurs were on the medium category or 
sufficiently satisfactory. Therefore, from this study, it 
was revealed that the entrepreneurs established the 
partnership by placing more emphasis on trust, 
empathy, capital and their dominated market. In 
addition, for the technical operation, the entrepreneurs 
relied completely on the beef cattle farmers.  
For the policy implication in improving the 
sustainability of partnership in the long term, the sub-
variable of tangible with the indicator of a written 
contract, collective description of the contract, and 
production input availability should be concerned by 
the entrepreneurs. Responsiveness sub-variable with 
the indicator of quick response to the issues or 
complain. Reliability sub-variable with the indicator of 
technical assistance and the field expert availability. 
Sub-variable of assurance with the indicator of 
production input quality that should be provided for 
the beef cattle farmer.   
Conclusion 
In order to acquire the increase in beef cattle 
population and beef self-sufficiency in an efficient way, 
a partnership between the entrepreneurs and the 
farmers should be established. However, before the 
establishment, it is necessary to prepare the quality of 
the social capital including the mutual trust should be 
strengthened. The results of the study showed positive 
results due to the dominant high or medium category. 
However, there were some elements that should be 
improved and agreed by both parties particularly on 
the rewarding aspect. The responsibility of the 
entrepreneurs should also be developed in terms of 
reciprocity particularly on field technical aspects, 
production input, technology transfer, management, 
and technical breeding to boost these aspects from 
medium category to high category. One method to offer 
to the entrepreneurs was to assign expert staff as the 
consultant assisting the farmers in operating the 
technical breeding and production efficiently as well as 
the needs for the technical issues within the 
partnership. With strong trust and reciprocity, the 
social capital of satisfaction service which is on the 
medium category could be upgraded to a high category. 
If all three aspects of the social capital with the three 
variables were fulfilled, a sustainable beef cattle 
partnership could be established, beef cattle stable 
population increase could be guaranteed, and the beef 
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